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ONLINE SHOPPING

RELATED APPLICATIONS

[0001] This application claims the priority of the filing date
of U.S. Provisional application Ser. No. 61/542,946, filed
Oct. 4, 2011, entitled “e-Shopping Cart Coupon System”
which is incorporated herein by the reference for all purposes.

BACKGROUND OF THE INVENTION

[0002] 1. Field of the Invention

[0003] This invention is related to online shopping such as
shopping over the Internet and in particular to techniques for
enhancing and facilitating the shopping experience for the
shopper, consumer or other user by, for example, enhancing
the use of coupons, discounts, shipping and quantity specials
and similar promotions and sale incentives.

[0004] 2. Description of the Prior Art

[0005] Various online shopping sites exist such as Amazon.
com. In such conventional sites, a shopping cart or other
display is provided so that the shopper can review the pro-
posed items and services to be purchased and take advantage
of various sales incentives such as promotion codes. The
shopping or checkout cart often mimics physical shopping
carts available in physical stores.

[0006] In many online shopping sites, products, including
services, from a single merchant are offered for sale, provid-
ing the consumer with the experience of shopping at a mer-
chant’s outlet, such as Apple, in which the products for sale
are typically Apple branded products. In many other online
shopping sites, the products from a variety of merchants are
offered for sale, providing the consumer with the experience
of shopping in a department store in which products are
offered from a variety of merchants selected by the depart-
ment store or online shopping site.

[0007] Amazon.com, for example, provides an improved
system by providing products offered for sale providing the
consumer with categories of products to select from, two of
which may be “Electronics” and “Computers”. As a result,
the consumer is often able to find a particular product in more
than one category of goods. That is, the consumer can search
for a product such “cable” by searching in all of Amazon.com,
in the Electronics section of Amazon.com or in the computer
section of Amazon.com. If, as an example, the consumer was
looking for a particular type of computer cable, but didn’t
know the name of'the product, searching within the computer
section of Amazon.com.

[0008] A further improvement currently offered by Ama-
zon.com is to provide consumers with access to products
offered by other sellers so that a consumer can select between
a product offered by Amazon.com and the same or a similar
product of the same brand (or even an alternate brand) offered
by a different seller. One advantage to the consumer of this
approach is that the consumer can select to purchase from a
merchant not familiar to the consumer and yet substantially
rely on the goodwill of Amazon.com who stands behind the
merchant’s sale of the product to the consumer.

[0009] Another aspect of online shopping is that many such
sites offer the online shopper the opportunity, typically within
the electronic shopping cart, to make various selections about
the transaction. Such shopper selections may include method
of payment, method of shipment as well as reducing the cost
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of'the goods by use of a coupon or other sales incentive which
typically may be accomplished by entering a number often
called a promotion code.

[0010] As a result of the opportunity to use promotion
codes in online shopping, various techniques have been made
available for the online shopper to obtain promotion codes
from other sources. Online vendors or merchants use promo-
tions or coupons to attract shoppers to their sites, so the online
merchant is not motivated to make the promotion codes first
known to the online shopper when viewing the shopping cart
because the value of the promotion codes to the merchant
would be lost. Typically, an online shopper will select a prod-
uct, or at least a merchant for such products, search for and
find a promotion code useful in buying that product from that
merchant, and enter the promotion code in the appropriate
location in the online shopping cart or otherwise during
checkout. The order in which these steps occur may vary, but
the merchant’s goal in offering the promotion is to drive
traffic to the merchant’s site rather than offer a general dis-
count during checkout whether or not the promotion brought
the shopper to the site.

[0011] Online shopping has become a major worldwide
method of selling goods so that even minor changes which
make the shopper more likely to buy may be extraordinarily
important to merchants. Although many attempts, some suc-
cessful, have been made to improve the online shopping expe-
rience, much remains to be done. Some of currently notable
limitations of online shopping include the difficulty in finding
products because searches for specific products often provide
undesirable search results including discussions or reviews,
price comparisons, a multiplicity of merchants. Although
such details are often helpful, sophisticated shoppers recog-
nize that merchants pay for higher positions in search results
and much of the data obtained by such searching is at best
questionable.

[0012] What are needed are techniques for improving, and
facilitating the online shopping experience, so that shoppers
are made as comfortable as possible in an intuitive way while
feeling confident they are dealing with reliable merchants and
are getting a good if not the best possible deal while shopping
online.

SUMMARY OF THE DISCLOSURE

[0013] A method of facilitating online shopping is dis-
closed in which an intermediate or third party computer is
used to collect data from online shopping interactions of
online shoppers. The computer also obtains additional online
shopping preference information from shoppers related to a
specific, potential online shopping transaction and forwards
requests to merchants based on the preference information to
modify terms and/or conditions of the potential online trans-
action.

[0014] The intermediary computer may act as an honest
broker and thereby trusted by both the shopper and the mer-
chant.

[0015] Atleast some of the related shopper’s collected data
is provided for use by the merchant considering the request
and the transaction can be completed in accordance with said
request upon agreement between the related shopper and
merchant.

[0016] The reply may be provided by the merchant directly
to the shopper as part of the potential transaction to consum-
mate that transaction on acceptance by the shopper. The
response may be forwarded the shopper with a link enabling
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completion of the potential transaction upon acceptance.
Multiple response may be received and forwarded so that the
related shopper may select a particular one of said plurality of
responses.

[0017] Software plug-ins may be provided for download-
ing by shoppers so that data from online shopping interac-
tions of said each of the plurality of online shoppers is auto-
matically collected. Data from online shopping interactions
may also be received from merchants.

[0018] Access for online shoppers to multiple merchants
may be provided by a website display of a “virtual mall”
including a large plurality of merchants selectable by mer-
chant icons. The virtual mall may be modified by shoppers in
accordance with their merchant preferences. Related pending
responses may be displayed by modifying an appearance of a
related merchant icon. Pending requests may also be dis-
played by modifying a merchant icon.

[0019] Publically known or available promotional codes
may also be made accessible to shoppers. Further, adding at
least portions of the online shopping preference information,
requests and/or merchant responses and resultant completed
transactions may be added to the data. At least portions of the
collected data may be made available for analysis without
disclosing personal identities of the shoppers.

BRIEF DESCRIPTION OF THE DRAWINGS

[0020] FIG. 1 illustrates an overview of EOS system 10
implementing the improved online shopping techniques.

[0021] FIG. 2 is a computer display of virtual mall(s) 28
allowing shopper 12 to select one or more of a plurality of
merchants 14 from various personalizable displays of mer-
chants 14.

[0022]

[0023] FIG. 4 is an illustration of the interaction between
shopper 12, merchant 14-1 and EOS computer system 20
during a transaction with a specific cart 41 and various public
and non-public promotions that may be selectable on cart 42.

[0024] FIG.Sisanillustration of interactions that a occurin
the illustration shown in FIG. 5.

[0025] FIG. 6 is an illustration of the collection of merchant
or company source data.

[0026] FIG. 7 is a flowchart for providing merchant icon
information 14-x for each merchant displayed on at least one
of the virtual mall(s) 28.

[0027] FIG. 8 is a flow chart of a presently preferred proves
the presentation of the various merchant icons 14-1 for mer-
chants displayed on at least one of the virtual mall(s) 28.

[0028] Referring now to FIG. 9, application flow for a gen-
eral brokering scenario is illustrated.

[0029] Referring now to FI1G. 10, application flow forauser
initiated brokering system is illustrated.

[0030] Referring now to FIG. 11, anillustration is provided
of a User-merchant Brokering system for a saved product,
e.g., using a wish list.

[0031] Referring now to FIG. 12, an exemplar transaction is
illustrated for an online shopping transaction in which shop-
per 12 has requested or at least indicated a preference for free
shipping which is analyzed by intermediate computer 20,
using data in databases 22, 23 and 24 and forward a request to
merchant 14.

FIG. 3 is an exemplar of shopping cart 42.
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DETAILED DISCLOSURE OF THE PREFERRED
EMBODIMENT(S)

[0032] Referring now to FIG. 1, efficient online shopping
(EOS) system 10 includes shoppers 12 and merchants 14
connected to the Internet. In a conventional online shopping
transaction, shopper 12 would search for a product or mer-
chant and eventually be directly interconnected with an
appropriate merchant’s website such as merchant 14, to
review product information and costing and, if desired, enter
into a sales transaction typically including the use of a so-
called online shopping cart.

[0033] EOS system 10 includes EOS website 18 by which
shopper 12 and merchant 14 may be connected. EOS website
18 may be supported by EOS computer system 20 which may
or may not host the universal resource locator (URL) for
website 18 but is connected therewith. Computer system 20
includes or has access to various databases such as merchant
database 22, coupon database 23 and shopper database 24.
Computer 20 also has access, via Internet 16 to one or more
shoppers 12, merchants 14 and coupon websites 26.

[0034] Referring now to FIG. 2, in some embodiments, one
of the monitor displays available to shopper 12 when con-
nected to EOS 18 may be one or more portions of virtual malls
28. Public mall 30 represents a row of merchant icons 14-1,
-2, -3 . . . » which may represent many, if not most, online
merchants. Public mall 30 may be a portion of a single display
screen as illustrated for convenience in FIG. 2, or may be a
single display and include multiple linked screens. For
example, there may be on the order of 5000 or more online
merchants, so it is likely to be difficult to display all such
merchant icons at one time. Organizational techniques, such
as alphabetic listings, product related and/or otherwise
searchable listings may be provided for user 12’s conve-
nience to most conveniently reach the desired merchant icon
14-x. One or more merchant icons 14-x may represent a
subset of merchants

[0035] Each icon may be or at least include an easily iden-
tifiable icon for the related merchant. For example, a bull’s
eye is a well-known trademark for Target stores. When shop-
per 12 hovers cursor 42 over the desired merchant icon 14-x,
shown as icon 14-z in Public mall 30, the merchant’s icon
and/or additional text information such as “coupon available”
may be shown on the screen.

[0036] There may be multiple mall displays, selectable by
shopper 12, as the row of merchant icons 14-x indicated as
favorite mall 32. This may indicate the favorite merchants
selected by shopper 12, or previously or recently used by
shopper 12 and/or merchant’s proposed by EOS computer 20.
Favorite mall 32 may have one or more product related icons,
e.g., shoes, which when selected brings up a subset of further
descriptors such as “athletic shoes”. By proper selection,
shopper 12 can reach any particular merchant.

[0037] As described below in greater detail, in some
embodiments, shopper 12 may be presented with various
ways to reduce the cost of goods purchased, by for example,
being made aware of various sales incentives such as price
and/or shipping discounts and various other promotional
codes that may be entered at the time of purchase. Although
these incentives may occur in various ways, again as
described below, one way to bring these discounts to the
attention of shopper 12 is to provide a virtual mall, such as
discount mall 34 which may be set automatically or by shop-
per 12 to display such discounts. For example, shopper 12
may choose to be notified when any of the merchants in her
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favorite mall have 30% discounts or free shipping or some
other one or more criteria. Another way to provide this noti-
fication may be to separately or concurrently highlight a
particular merchant icon, as indicated by the bolder line out-
line of merchant icon 14-3, favorite mall 32.

[0038] As noted above, there are many aspects of the effi-
cient online shopping techniques disclosed herein. Many of
the various techniques and embodiments may be combined in
any number of ways. The scope of the invention herein is to be
determined solely by the scope of the claims.

[0039] Additional malls may include wish list 36 which
may provide a combined wish list from multiple merchants
and/or indicate when any or selected promotions are avail-
able. Product mall 38 may indicate different merchants for the
same product or category of products and/or the availability
of'promotions on a product basis. Still further, Mom’s mall 40
may be one of a plurality of user specific malls in the same
household.

[0040] Referring now to FIG. 3, one important aspect of the
online shopping experience is the shopping cart which lists
the items to be purchased, the price, the shipping costs, tax
and discounts, if any. EOS shopping cart 42, in some embodi-
ments may be a merchant’s shopping cart, a copy of the
merchant’s shopping cart, a separate EOS cart and/or a com-
bination of any of these.

[0041] Shopping cart may have any number of formats, but
for each format the typical components are an indication of
the merchant, such as merchant 14-x, Product information,
Price information, Tax, Shipping and Total. Another typical
component is a mechanism for entering or used a promotion
code, such as Promo Code #1. In a conventional shopping or
checkout cart, shopper 12 would enter a promotion code in the
space marked for such entry. The cart would be modified by
adding new information or the list information would be
changed to reflect the new information related to the entered
promotional code.

[0042] In cart 42, the savings related to the entered promo-
tion code could be displayed. Shopping cart 42 could also
include an indication of the savings from the list total result-
ing from a particular promotional code. Shopping cart 42 may
also automatically provide promotional code information
from one or more promotions, such as codes 2-5 as shown.
The codes could include publically available promotional
codes collected by EOS computer 20 by crawling Internet 16
and may be stored in an associated database, shown for
example in FIG. 1 as merchant database 22. Such codes could
also include various types of non-public promotion codes
obtained for the benefit of shopper 12 from one or more
particular merchants, such as merchant 14-x.

[0043] The process of obtaining available, non-public pro-
motion codes may be an important element in many embodi-
ments and may be facilitated by presenting data related to
shopper 12, for example to merchant 14-x, to help motivate
the merchant to issue and/or make available the non-public
promotional code. Such non-public codes may preferably be
limited for use to a particular shopper 12, for a fixed number
of uses —often a single use—to further motivate merchant
14-x to issue the non-public code knowing the code could
only be used once, and by the identified shopper. Such non-
public codes may not be available for use to the public and are
expected to not be widely published like the so-called public
codes, if at all.

[0044] Referring now again to FIG. 1, the data and tech-
niques for the collection of the data in shopper database 24
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useful in the negotiation of such non-public promotional
codes will be described. The techniques may be different at
different stages in the development of EOS 10 and may be
varied for different shoppers 12 and/or different merchants
14.

[0045] Ina well-developed EOS 10, that is, one with wide
acceptance by merchants and shoppers, database 24 may
maintain a profile of each shopper 12 related to both general
and specific shopping experiences of shopper 12. One
example of the data could be an indication of how often
shopper 12 has shopped on merchant 14-x, how much money
has been spent, how many sales incentives—and of what
type—have been offered to shopper 12 and how many of such
sales incentives have been part of a completed sales transac-
tion. This data would obviously be useful to merchant 14-x
who could be motivated differently to issue sales promotions
to a loyal customer provided substantial repeat business, to a
new customer to be one over or even to a customer of another
merchant 14 who could be motivated to switch to merchant
14-x. This shopper profile may therefore be of value in nego-
tiating non-public promotions for a particular shopper with
merchant 14-x and/or with other merchants 14.

[0046] Thetechniques for collection of shopper profile data
in database 24, coupon database 23 and merchant data in
database 22, may also vary. In a fully developed system with
cooperation from and/or substantial experience with at least
some shoppers 12 and at least some merchants 12, sufficient
data may be available to provide new, non-public promotion
codes in near real time. That is, for example, shopper and
merchant databases may indicate a) shopper 12 has a profile
history including repeated use of promotion codes related to
free or at least reduced shipping costs and b) merchant 14-x
has a profile history indicating a willingness to automatically
provide a free shipping promotion to shoppers shown to use
such promotion codes on a regular basis provided that the
profiled shopper (and/or product and/or shipping mecha-
nism) meet other requirements.

[0047] In such cases, merchant 14-x may have made prior
arrangements to provide EOS computer 20 the necessary
relevant information which may be a copy of the specific
merchant 14-x shopping cart being used during the purchase
of'a particular product for which the free shipping promotion
may be used. If merchant 14-x has authorized EOS system 10
to automatically provide shopper 12 with a relevant promo-
tion, the promotion code may be automatically entered by
EOS 20 into the checkout cart being used during the checkout
transaction in near real time.

[0048] Depending upon the circumstances and prior
arrangements, in some embodiments a merchant 14-x may be
provided with, and review, shopper profile data 24 to deter-
mine if the profile data is acceptable to merchant 14-x so that
a relevant promotion may be applied. This may take a few
seconds which most shoppers would consider acceptable.
This approach gives merchant 14-x potentially greater control
over the issuance of such promotions.

[0049] Still further, in some embodiments, the review and
acceptance process necessary required for merchant 14-x to
evaluate, decide and issue a non-public promotion to a par-
ticular shopper 12 may take a significant time. Shopper 12
may then be asked if they are willing to wait for a fixed period
for EOS to try to negotiate a non-public promotion for a
particular transaction. In this case, shopper 12 makes the first
decision, is it worth waiting and merchant 14-x makes another
decision, is the promotion worth granting.
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[0050] The examples immediately above are related to a
specific product which is some embodiments could be
handled for each product in the checkout cart. In some
embodiments, the promotions may be related to the total
purchase, e.g., shipping charges, and/or a combination of
both the aspects of one or more individual products as well as
the total transactions.

[0051] Referring again to FIG. 1, in some embodiments,
EOS 10 may have made arrangements with shopper 12 to
provide at least some of the relevant data for shopper profile
database 24. This may be accomplished for example by the
use of a software plug-in downloaded by shopper 12 over
internet 16 from an EOS website, such as website 18. The
plug-in may permit computer 20 to obtain a copy of some of
all of the transaction(s) between shopper 12 and one or more
merchants 14, such as merchant 14-x. For example, computer
20 may have access to the actual checkout or shopping cart
being used or at least access to a copy of that data and store it
as part of database 24.

[0052] In some likely embodiments, database 24 may be
populated first primarily with data from a shopper software
plug-in downloaded from website 30 and eventually atleastin
part by direct access to at least some merchants 14. It is likely
that shopper profile data 24 will often be provided by a mix
between shopper provided data, i.e., via the software plug-in
mentioned above and merchant provided data. Similarly, it is
expected that although a substantial portion of shopper profile
data will be provided via actual shopper-merchant transac-
tions (whether or not completed) including searching and
wish lists, while some of this data may be provided by other
mechanisms including direct entry by the shopper and/or
merchant on an EOS website, such as website 18.

[0053] Referring now to FIG. 4, there are many sources and
types of EOS system 10 facilitated transactions. Many
embodiments facilitate such transactions promotion codes for
promotions, coupons, reduced cost shipping or other advan-
tages for shopper 12. Typically these advantages are imple-
mented by providing a promotion code to be entered into the
shopping cart, such as EOS shopping cart 42, during check-
out.

[0054] Coupon website 26, EOS computer 20, merchant
14-1 and shopper 12 are connected at various times via inter-
net 16. EOS computer 12 may also or alternately be con-
nected directly to one or more sources of public coupons such
as coupon website 26 via public coupon connection 44 and/or
to one or more merchants, such as merchant 14-1, via direct
merchant connection 48. Further, software plug-in 50 may
have been downloaded by shopper 12 and provide alternate or
additional connections to internet 16, one or more merchant
14 and/or EOS computer 20, for example to provide a copy of
shopping cart 42 to computer 20. As shown, cart 42 is being
displayed by shopper 12 but may have originated at merchant
14-1, EOS computer 20 and/or plug-in 50.

[0055] EOS computer 20, via internet 16 and/or coupon
connection 44, may have collected many if not all public
promotion codes in part by crawling the web. It is advanta-
geous to verify at least some of the promotion codes. Further,
at least some of the public promotion codes may come from
merchants 14 for time limited sales, daily specials, volume
discounts and the like via internet 16 and/or direct merchant
connection 48.

[0056] Shopping or checkout cart 42 made available to
shopper 12 may be provided by merchant 14-1 directly via
Internet 16 and/or via computer 20 either as created by com-
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puter 20 and/or via direct merchant connection 48 from mer-
chant 14-1. It should be noted that direct connections 44 and
48 likely include data transfer via internet 16, but may not be
easily available to the public and may include specialized data
transfer and/or encoding techniques.

[0057] Returning to cart 42 visible to shopper 12 during a
purchase transaction may be the actual cart or a copy of the
actual cart. The data in cart 42 includes sales and product data
related directly to the possible purchase transaction as well as
promotional data, such as price reduction, promotional codes
and possibly rules and restrictions. Data shown on cart 42
may be provided in part by merchant 14-1 and/or computer
20. The data produced by computer 20 includes and/oris used
to generate or modify data saved in databases 22 and 42
(shown for example in FIG. 1). The data collected these
databases may in part be collected via internet 16, direct
connects 44 and 48 and in great part from saving data entered
on prior versions of shopping cart 42 from a plurality of
shoppers 12 at various times.

[0058] A typical data flow would be for computer 20 to
collect publically available data related to publically avail-
able coupons and/or from merchants 14, perhaps including
shopping cart and other data specific to individual merchants.
Such other data may include data related to requirements of
one or more particular merchants 14 for providing a non-
public promotion codes. For example, merchant 14-1 may
provide data indicating conditions required for the granting of
promotion codes, e.g., shipping discounts, such as automatic
authorization to grant shipping discounts within certain ship-
ping radii such as 100 miles for shipments up to a fixed
weight, for fixed shipping methods or shipping costs. Other
such promotion condition data may include techniques for
negotiating shopper 12 specific non-public promotion codes
such as profile data related to past online purchase activities
of shopper 12 with merchant 14-1 and/or other merchants.
[0059] Such shopper and merchant profile data may conve-
niently be stored in shopper specific database 24 and mer-
chant specific database 22 and/or in other database arrange-
ments. The goal however, is to provide profile data to analysis
to computer 20 to match public, non-public and/or to be
negotiated sales incentives merchant 14-1 has or is willing to
offer to shopper 12 together with data related to shopper 12
(particularly to past data transactions) that would qualify
shopper 12 under conditions acceptable to merchant 14-1 to
receive such sales incentives or promotions. Once computer
20 is able to provide an actual match, an appropriate promo-
tion typically in the form of a promotion code is provided to
shopper 12 for use during a transaction.

[0060] For example, if shopper 12 is in the process of pur-
chasing a hammer from merchant 14-1 via cart 42 and a
public or non-public promotion provided by merchant 14-1 is
determined to be available for that purchase, the promotion
may be applied to the proposed purchase by the entry of the
appropriate promotion code(s) be entered by shopper 12. In
some embodiments, the data entry may be fully automated,
may require shopper 12 to select desired promotion codes
and/or may require computer 20 to provide profile data to
merchant 14-1 for analysis and approval before the data is
entered into the transaction.

[0061] Promotion data, such as promotion codes or cou-
pons may include, as examples:

[0062] Collected public promotion codes
[0063] Automatic real time non-public promotion codes
[0064] Negotiated non-public promotion codes
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[0065] Public and non-public promotion codes appli-
cable to products and/or other requirements in shopper
wish lists

[0066]
sons

[0067] Promotion codes negotiated by EOS for EOS
associated shoppers

[0068] The list of codes above is intended to be suggestive
rather than exhaustive. EOS computer 20 is intended as an
honest broker making promotions available to shopper 12 as
a result of profile data provided shopper 12. Some of these
promotions may be publicly available and some of these
promotions may be made available by the actions of computer
20 in collecting and presenting shopper profile data to mer-
chant 14-1. Such data may in part be previously collected
shopper 12 profile data and some may be shopper 12 profile
data in a wish list, shopping cart or other online shopping
related data related to shopper 12 and made available to EOS
computer 20. Further, although EOS computer 20 is currently
described as a multi-merchant computer, EOS 20 may be a
specific computer provided as a service to merchant 14-1.

[0069] Various general EOS techniques have been dis-
cussed above and more such techniques will be discuss below
in different and/or greater detail. Such descriptions are
intended to be combinable in multiple ways, generally using
the advantage of collected profile data made available to a
third party for use in obtaining public, non-public and/or
negotiated promotions from merchants to be conveniently
provided to one or more shoppers. Ancillary related tech-
niques are described which may be combined with other
techniques and or used alone.

[0070] Referring now to FIG. 5, on overview of public
coupon (and/or wish list) techniques 52 is described in which
EOS computer 20 via a connection to internet 16, uses web
crawler 54 to create public coupon database 23. Database 23
may be included in databases 22 and 24 shown in FIG. 1
and/or include promotion codes for coupons and/or promo-
tions collected by other techniques. Preferably, coupon
authentication technique 58 may be used to authenticate the
validity and availability of data in coupon database 23.

[0071] In this process, shopper 12 connects to merchant
14-1 (via internet 16) to make online purchases and eventu-
ally populates checkout cart 42 with one or more products.
One or more promotions may be applied from EOS databases,
such as coupon database 23, preferably via a final and/or
current authentication process 60 to promotion selection 56
typically for display in cart 42. Shopper 12 may select one or
more promotions which are then applied in by application
box 62 to cart 42 by for example incorporating promotion
code and price savings as shown in box 64, other processes
may be applied as illustrated by box 66 such as entering the
promotion code into the proper box in cart 42 after which cart
check out may be completed, box 68 or the process will use
return 60 to process other requirements of the transaction.

[0072] During operation of application box 62, if no pro-
motion code is applicable, box 70, in some embodiments the
product may be saved to wish cart 72 so that when appropriate
promotions are detected, they may be made available to shop-
per 12. Return process 60 may then return to cart 42 and
promo selection 56 for remaining items or steps required,
such as purchasing the selected items with a different promo
code if available and/or selecting different items for purchase
evaluation or other requirements.

Promotions generated by merchants for other rea-
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[0073] Referring now to FIG. 6, an illustration is provided
for the collection of company source data, that is, EOS data.
[0074] Referring to FIG. 7, an flowchart is presented for
providing merchant icon information 14-x for each merchant
displayed on at least one of the virtual mall(s) 28.

[0075] Referring now to FIG. 8, a flow chart is provided for
the presentation of the various merchant or merchant icons
14-1 for merchants displayed on at least one of the virtual
mall(s) 28.

[0076] Referring now to FIG. 9, application flow for a gen-
eral brokering scenario is illustrated.

[0077] Referring now to FIG. 10, application flow forauser
initiated brokering system is illustrated.

[0078] Referring now to FIG. 11 is an illustration of a
User-merchant Brokering system for a saved product, e.g.,
using a wish list.

[0079] Referring now to FIG. 12, an exemplar transaction is
illustrated. In this transaction shopper 12 is connected via
Internet 16 to merchant website 14 and is involved in a spe-
cific potential online shopping transaction. For example,
shopper 12 may be looking at a particular product offered for
sale by merchant. During some phase of the potential trans-
action, perhaps after the table is listed in a checkout cart
provided by merchant 14, shopper 12 may decide that the
shipping charges are too high for shopper 12 to be willing to
complete the transaction.

[0080] Shopper 12 may contact intermediary computer
system 20 to indicate a preference (or requirement) for free
shipping of the table before agreeing to by the table from
merchant 14. In addition to the preference for free shipping,
computer 20 may have collected data from previous online
shopping transactions, and/or developed a shopping profile
for shopper 12 from previous online transactions, one or both
ofwhich may be stored in one or more databases accessible to
computer system 20, such as shopper database 24. This shop-
ping profile and data may be useful to merchant 14 in a
decision making process to determine if merchant 14 is will-
ing to grant certain sales incentives to shopper 12.

[0081] For example, if the data indicates that shopper 12
has previously requested free shipping and, when free ship-
ping has been offered, has consummated previous online
purchase transactions, merchant may be motivated to grant a
request from shopper 12 for free shipping, at least for certain
categories of products. Similarly, the data may indicate that
shopper 12 may be considered an abuser as a result of request-
ing free shipping for all products, and/or does not consum-
mate the transactions with sufficient consistency.

[0082] Merchant 14 may have rules for processing requests
which consider other aspects of shopper 12 shopper profile,
for example, by continuously asking for other discounts and/
orusing bad credit cards or the like. Computer 20 may be used
to collect online transaction data indicated by (or assumed to
be) useful to merchant 14 to the process of determining
whether to provide the requested preference in a specific
potential transaction to a particular shopper 12.

[0083] Alternately, the potential online shopping transac-
tion may be a non-real time transaction such as a wish list.
Shopper 12 may save a product in a wish list or other mecha-
nism for indicating that the product is being considered for
purchase and/or any preferences requested or required for
consummating the purchase.

[0084] If the online transaction is occurring in real time,
i.e., shopper 12 is currently viewing the product and request-
ing a preference such as free shipping, merchant 14 may also
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make the decision to provide the preference, for example, free
shipping also in real time as part of the checkout process, so
that the transaction can be completed immediately. Alter-
nately, if the potential transaction is not a real time transac-
tion, such as a product listing in a wish-list as discussed
above, shopper 12 may be notified when (and if) merchant 14
offers the requested discount. The notification may be in the
nature of—and/or include—a link so that selection of the link
related to the merchant offer may create a real time transac-
tion which may then be completed in a normal manner, but
with the free shipping or other requested discount.

[0085] Preferably, computer 20 may have also developed a
profile of merchant 14. For example, this merchant profile
may indicate that merchant 14 does not have a pattern of
offering a particular type of discount when requested and/or
only does so slowly, or offers reduced shipping charges when
free shipping has been requested. This information is quite
valuable to shopper 12 who may choose to view the same or
similar products at other merchant’s website.

[0086] Alternately, computer 20 may transmit the request
to multiple merchant’s for the product and forward a link to
another merchant 12 willing shopper to offer free shipping at
the same or at least an acceptable price.

[0087] Further, computer 20 may also maintain a database
of publically available sales incentives by product and/or
merchant, for example in coupon or promotion data base 23
so that shopper 12 may include the availability of such dis-
count information in any online shopping decision.

[0088] Referring now generally to FIGS. 1-12, in opera-
tion, the various embodiments typically provide user-di-
rected, e-commerce efficiencies with centered about shop-
ping cart 42 and may include automatic coupon code search-
and-capture software, one or more user-specific Virtual Mall
(s) 28 including one or more public, favorite, discount, wish
list, product and family member malls which may include
coupon highlighting and brokering, wish cart storage and
retrieval, and account tracking, filing and notification activi-
ties.

[0089] These activities may be available for transactions
made in computer and tablet/smart phone formats.

[0090] The coupon optimization software may automati-
cally search, capture, authenticate and input valid electronic
coupon/promotion codes into the redemption box in shopping
Cart 42 at checkout in an e-commerce transaction.

[0091] Shopper 12 may download software from EOS web-
site 18 which may be as a web browser-plug in. Shopper 12
may have the option of selecting an EOS Icon at shopping cart
42 of an e-commerce transaction. The software may then
present a specialized display of all available electronic cou-
pon codes, including publically available codes and next to
them, a dollar/cent computation of the savings based on the
items and/or total money spent in cart 42. Shopper 12 may
then select the code(s) she wants to use and the selected code
may then be inserted into the appropriate box.

[0092] Public coupons, promotion codes may be collected
by crawling internet 16 for electronic coupon and promotion
codes by, for example, targeting e-merchant sites, affiliate
marketing sites, blogs, coupon posting sites. The selected
codes may be used to populate a database such as coupon
database 23. EOS 10 system may also request shopper spe-
cific discounts and promotion codes directly from e-mer-
chants 14.

[0093] Authentication processes may be applied confirm
the code’s validation by, for example, contacting relevant
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e-merchants 14, automating the request format, and/or per-
forming a “test” transaction. Valid codes will remain in the
coupon database. Invalid codes, such as fraudulent, expired
and or single use codes may be eliminated. Valid codes may
be sorted by the universal resource location (URL) designa-
tions for each merchant

[0094] During use, software plug-in 50, if downloaded
from EOS website 18 and selected by shopper 12, may take a
snapshot or other copy of cart 42 which may be stored in one
or more databases which may be searchable by merchant
URL, such as merchant 22, coupon 23 and/or shopper 24
databases. Additional coupon codes, such as user-specific
VIP promotional codes (discussed in more detail elsewhere
herein) may be made available with the appropriate merchant
URL when searched.

[0095] The savings of each code to the shopper 12 may be
calculated and applied to cart 42 and/or a copy thereof for
selection by shopper 12. Corresponding data, such as an
updated copy of cart 42 may be stored in one or more data-
bases associated with EOS computer 20.

[0096] shopper database 24, for example, may be used to
store purchase histories so that preferred coupon codes, pre-
ferred merchants, sum totals of e-commerce (by merchant, by
coupon-code), sum totals of savings (sorted by month/year)
may be also be stored. Such information may be used to
broker better promotional savings and related coupon codes
for each shopper 12.

[0097] In some embodiments, a copy of checkout cart 42
may be saved to a shopper specific “Wish Cart”, for example
on EOS website 18 when shopper 12 does not to complete the
checkout process on the e-merchant site. The saved copy of
cart 42 may be accessed at a later date for use with a different
coupon code, as a reference to shopper 12 of desired pur-
chases, and/or for use in brokering a better coupon for shop-
per 12 in a later transaction.

[0098] There are at least 2 techniques which may be used
with regard to saved copies of a wish cart version of cart 42,
when there are no promotion codes available and/or when the
available promotion codes provide insufficient incentive for
shopper 12 to complete her e-commerce transaction.

[0099] Whenno codeis available, the shopper may have be
presented with the option to save cart 42 for later use and the
option to be notified if coupons become available for products
on the saved version of cart 42. When a new/valid coupon
code becomes available, shopper 12 will be notified and she
may either return to merchant 14-1 to continue checkout on
her original cart (if possible) and/or repopulate her cart with
her original items. The EOS 10 coupon code will automati-
cally input into the appropriate code box.

[0100] If shopper 12 selects “Yes, Find me another cou-
pon,” a timed mechanism may be used to review saved Carts
on a regular basis and report if a new code becomes available.
Shopper 12 may be notified by various mechanisms including
email as well as by visual notification in virtual mall(s) 28.
[0101] In some embodiments, cart 42 or the copy thereof
may formatted for compatibility with merchant 14-1 to facili-
tated negotiation for and implementation of improved pro-
motion codes for shopper 12 when negotiated with and
approved by merchant 14-1.

[0102] The data contained in the copies of cart 42, such as
items purchased, coupons rejected, total spent, coupon
selected to close transaction, etc., for a profile of shopper 12
and may be used to broker user-specific coupons to close the
transaction as discussed herein. This database of cart 42,
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whether completed or in wish list form, provides important
aspects of a profile of shopper 12 and may to complement
other user related data tracking purchasing history, coupon
preferences and other e-commerce behaviors.

[0103] In some embodiments, arrangements with one or
more merchants 12 may be used to automatically repopulate
and modify a saved cart 42 use in the checkout process to
complete the purchase transaction.

[0104] EOS system 10 may try to obtain a better promotion
on behalf of the shopper 12 by making a copy of the data on
a particular version of cart 42, such as by presenting cart 42,
and/or a saved copy thereof to merchant 14-1 so that merchant
14-1 may offer anew coupon as an incentive for shopper 12 to
complete the transaction. This may apply when no codes
available and/or when the codes available do not interest the
user.

[0105] When valid codes and money saved are presented to
shopper or user 12, a “WISH CART” version of cart 42 may
be presented with a new option: “Brokering a better coupon
deal”. The display of cart 42 may include both Wish Cart and
Broker options. User 12 may select either one of these
options, regardless of whether or not coupon codes are or are
displayed If user 12 clicks on “Broker,” user 12 may be if she
wants EOS 10 to solicit merchant 14-1 for a one-time use,
specific coupon to complete the transaction. If the user does
not click the “BROKER” option, user 12 may continue to use
cart 42 as usual including saving cart 42 as a Wish Cart option
for use at a later date or choose an already displayed or listed
coupon. Ifthe user selects “BROKER, ” she may be asked for
the promotional incentive she requires to close the deal i.e. an
“Agree To Buy” code.

[0106] Options for may include: “Free Shipping, ---% off,
---$$ off, ---% ---item, ---$$---item.” The user inputs the
parameters she would agree to purchase the items (giving
specific numeric) and confirms her agreement to the terms of
“Agree To Buy” (which is to complete the transaction and
purchase the items in the Checkout within a period of time).
[0107] The user may be notified within a predetermined
time (e.g. 24 hours) if she has received a coupon code from
e-merchant 14-1 and/or if she has received her Agree to Buy
coupon and thus, the Checkout has been completed by the
e-merchant (if available by the e-merchant). She may be
notified via the same process used with a Wish Cart, by email
and/or by a highlighted/color-coded Wish Cart sign. The user
will likely have a pre-determined time (e.g. 24 hours) to
complete the checkout on e-merchant site 14 (or via a copy of
cart 42, if available).

[0108] If e-merchant 14-1 either does not offer any addi-
tional coupon codes or does not meet the predetermined
“Agree-To-Buy” coupon code, the user can choose to have
EOS 10 search for coupon codes from its database at a later
date or she can choose to file the Cart as a personal reference.
[0109] In operation, EOS 10 may electronically contact
e-merchant 14-1 with the terms of the offer, a copy of the
user’s Checkout and any highlights, as deemed relevant and
gathered by algorithms, of the user’s e-commerce history
with e-merchant 14-1. A copy of the request is sent to an EOS
database and after a pre-determined period of time (e.g. 24
hours) the request may be withdrawn from merchant 14-1.
[0110] If the “Agree To Buy” coupon code is timely
accepted by the user, EOS 10 may forward the appropriate
information to e-merchant with approval to complete the
transaction. Either e-merchant 14-1 can complete the trans-
action (based on credit card pre-approval and account overlap
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and the like) or the user can be directed to complete the
transaction within a predetermined time frame (e.g. 24
hours). The “Agree To Buy” code and confirmation data may
be sent to an EOS database, to be shared (as relevant user
history) for similar requests to the same e-merchant.

[0111] If a different-than-Agree-To-Buy coupon code is
received, the user may be notified (via email and/or highlight-
ing) that she has a pre-determined time to complete the trans-
action. The coupon may have a unique one-time use encryp-
tion code that expires within the same time period as the offer.
The code may be stored in computer 20. Ifthe user accepts the
offer, she may complete the checkout cart transaction as
required in the Wish Cart process. The one-time use code will
be input in the appropriate code box. Coupon code and money
saved data may be sent to user database 24 (to be sorted by
Brokered Coupon savings/coupon codes and included in
whole saving/code tallies).

[0112] Inmostembodiments, EOS 10 will not re-broker the
same cart. Abuse, misuse or e-merchant complaint of the Cart
Brokerage application can cause user Brokerage options to be
banned and the Broker option to be not made available in the
display of cart 12 for shopper 12.

[0113] In some embodiments, user-specific VIP coupons
(to be placed exclusively in the user’s account) from favored
e-merchants that are automatically entered into the user’s list
of available coupon codes. Shopper 12 may receive a notifi-
cation (via email and/or via highlighting to her VIP Coupon
Box) that she has received, upon a requested VIP coupon for
her exclusive use while using intermediary or EOS computer
20. VIP coupons may be updated and validated at the mer-
chant’s direction.

[0114] A VIP coupon request may be based on User Data-
base Analysis algorithms. Based on the analysis of the user’s
buying history and patterns (e.g. favored e-merchants, pre-
ferred coupons, percentage of spend at particular merchants
vs. all merchants, etc.). Computer 20 may identify loyal cus-
tomers and their preferred coupon codes to favored e-mer-
chants of merchants with the expectation that a loyalty VIP
reward system will help both EOS system 10 and the e-mer-
chant with customer retention. Single use codes and reusable
codes (to be set with pre-determined expiration dates) will be
encouraged.

[0115] EOS 10 may automatically contact a representative
or e-merchant or merchant 14 and present the user data and
request for coupon. If the e-merchant does not provides a VIP
coupon code, the rejection notice (and coupon code) may be
stored in the User Database. The user history based on date of
rejection (to show if the lack of a VIP coupon affected user
behavior with that e-merchant). Based on the data analysis,
EOS 10 may consider whether to revisit the e-merchant with
another request for VIP coupons.

[0116] If/when the e-merchant provides a unique user VIP
coupon code, EOS 10 may imbed the VIP code into the user’s
VIP Coupon file (in her account and/or shopper profile in the
appropriate database). The VIP code will be identified to the
use although its coding will remain unseen (as a security
measure so the coupon code isn’t shared). If the coupon is
one-use, the code will expire as directed and moved into the
“Used/Expired VIP code” field of the file. If the code is
reusable but with an expiration date, EOS 10 may automati-
cally request an updated coupon (at a predetermined date
such as “1 week before expiration”). EOS 10 may present all
data relevant to the VIP Coupon renewal. EOS 10 may track
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the user history based on date of VIP Coupon issuance (to
show if the VIP coupon affected user behavior with that
e-merchant).

[0117] To entera VIP coupon code into the EOS 10 Coupon
Display, when the user clicks on the appropriate Icon, com-
puter 20 may search both the EOS 10 Coupon Database and
the user’s VIP Coupon Account. If a VIP coupon is available,
it may be included and its savings shown in the display
line-up, e.g. shopping cart 42. If the user chooses the VIP
coupon, an encrypted coupon code may be input into the
appropriate Coupon/Promo Box. The coupon code and
money savings data may be saved in the EOS 10 User Data-
base (to enable tracking and analysis of ecommerce behavior,
history and savings totals).

[0118] VIP coupons may be voided for abuse, misuse or at
the discretion of either the e-merchant or EOS 10. VIP Cou-
pons can be received directly from the e-merchant. The cus-
tomer may be given the opportunity to edit their VIP coupons
(e.g., delete VIP coupons no longer interesting to them). VIP
coupons may not be transferrable or accessible to the EOS 10
Coupon Crawler or EOS 10 Coupon Database.

[0119] In some embodiments, shoppers may select their
favorite merchant portals (e-merchant icons with direct links
to the e-merchant website) to create their own Virtual Mall
while EOS 10 highlights which of their selected e-merchants
has coupon codes available.

[0120] shopper 12 may sign into their EOS 10 Account and
select the “Virtual Mall” application. If this is the first time the
user has used this application, the user may first needs to set
up their Virtual Mall by selecting from a pre-established list of
e-merchants. All selected e-merchants may be displayed in
the “Virtual Mall” blueprint as e-merchant icons. Each e-mer-
chant icon is a direct link to the e-merchant website. By
clicking on the icon, the user is directed to the e-merchant site
of her choosing.

[0121] When the user rolls her mouse over an e-merchant
icon (but does not click on the icon), a list of current coupon
codes available for that e-merchant may be shown to the user.
This enables the user to decide which site she wants to shop at
if/when her shopping is dependent upon the added coupon
savings. This feature is particularly useful to the user during
an “Impulse Shopping” experience. VIP coupon codes may
be included in the highlighting feature.

[0122] Oncetheuser has decided where she wishes to shop
(based on coupon-code offerings or not), the user clicks on the
icon and may go directly to the e-merchants website. From
here, the user should engage the EOS 10 software as directed
in the Coupon Optimization section.

[0123] The Virtual Mall may be stored in the web-based
EOS 10 Account. To set up a Virtual Mall, EOS website 18
may offer an exhaustive list of e-merchants and their branded
icons (if no branded icon is available, compressed e-merchant
names may be on a standardized block). The user may check
each e-merchant site she’d like included in her Virtual Mall
display. The Virtual Mall may be exclusively designed with
the store icons, spaced evenly apart (much like Apps on an
Apple device).

[0124] The Virtual Mall Display (version 1.0) may offer a
simple 1-dimensional frame with icons inside. The user will
be able to manipulate the placement of her selected icons by
floor in a 2-dimensional frame (version 2.0). The user can edit
her selections in her “Account Preferences” setting. To be
routed to the e-merchant website, the user simply clicks on
the icon. The e-merchant website may pop up in a new/second
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internet browser page. The EOS 10 Virtual Mall page may
still available for quick access.
[0125] On the Virtual Mall page, when the user rolls her
mouse over each icon, a highlighted display may float auto-
matically above the icon with a list of all available coupons
(as defined by the EOS 10 Coupon Database). The e-mer-
chants with VIP EOS 10 coupons may be highlighted
uniquely (e.g. placed on the most prominent “VIP Penthouse
Floor” in version 2.0) and VIP codes may be included in the
roll-over coupon code listing.
[0126] Once the userhas designed her Virtual Mall, EOS 10
may solicit VIP coupons from each of the selected merchants,
presenting any/all relevant user purchasing history and
behavior (with the intent to get the best coupon code for the
user’s history).
[0127] In some embodiments, dedicated email inbox for
user’s shopping needs may be provided. EOS 10 may orga-
nize all VIP coupon offers, brokered coupon offers, coupons
about to expire, receipts, current sale notices from favored
e-merchants (e.g., those in Virtual Mall). This email service
may be made available for user as the email address for all
e-merchant, e-commerce transactions (to free up the user’s
personal and business email addresses from e-commerce
clutter).
[0128] In some embodiments, a user account application
may captures and file Completed Checkout Cart snapshots
and makes them available for filing under user-edited catego-
ries (e.g. Taxes, Personal, Gifts, etc). Receipt aggregation
may be made available by YTD, last 2 months, last 30 days,
last week, most receipt. An end-of-year report may available
with figures of how much money saved in coupons, where the
money was spent, what stores offered the most coupons, etc.
[0129] Insomeembodiments, users may track membership
and loyalty programs that offer additional savings to ecom-
merce transactions (e.g., AAA, AARP) and inputs appropri-
ate codes, when/where available.
[0130] Referring again to FIGS. 1-12, further descriptive
material is provided below to enhance the disclosure of some
of the embodiments presented above and to disclose aspects
of still further embodiments.
[0131] At least some of the embodiments provide an inte-
grated method of user-directed, e-commerce efficiencies
through various shopping cart and front-end optimization
applications to increase ease and efficiency of user ecom-
merce transactions. The various techniques provide users
with front-end and shopping cart efficiencies based around
the centralization of merchant information and the combina-
tion of multiple systems which include
[0132] a.) comprehensive, multi-tiered directory of
e-commerce merchants;
[0133] b.) search, sort, filter and highlight capabilities
within the visual directory;
[0134] c.) a customizable, user-specific Virtual Mall
application;

[0135] d.) user-specific coupon application;

[0136] e.) centralized environment for social sharing of
rating and reviews of merchants, offers, and user trans-
actions;

[0137] 1)) offer-brokering system;

[0138] g.) wish cart storage and retrieval system;

[0139] h.) notification and email organization system;
and
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[0140] 1i.) data analysis of user preferences, behaviors
and interactions within the user-specific Virtual Mall
system and the comprehensive visual directory.

[0141] These techniques include the aggregation of mul-
tiple data sources, user preferences, and computer applica-
tions between Company (EOS 10) and merchants (merchants
14), Company and affiliate networks, and Company and users
(shoppers 12).

[0142] These techniques facilitate user efficiencies in
e-commerce transactions by providing a comprehensive
visual and interactive presentation (e.g. visual malls 42)
which may include all e-commerce companies and their valid
electronic coupon/promotion codes. This visual presentation
is a resource directory and provides multiple-tier view
options with varied levels of detail, information and accessi-
bility for each merchant. The ability to quickly access and
compare specific merchant detail (e.g. coupon, sale and ship-
ping offers and/or additional merchant information) provides
users with optimizations at the front-end of their shopping
process as they choose merchants for online purchases.
[0143] The following outlines may provide useful disclo-
sure of implementation details appropriate for various
embodiments.

[0144] In some embodiments including virtual mall(s),
users visit website and have immediate access to a compre-
hensive, full listing of e-commerce merchants, organized by a
visual presentation with Company-designed, interactive
graphic elements. Each merchant is represented individually.
The user is able to interact with each merchant on three-
different element tiers, with each tier providing additional
levels of data, information of and/or interaction with the
merchant by the user.

[0145] Tier 1: Merchant Graphic Element
[0146] Visible immediately to all users, all platforms
[0147] Includes streamlined presentation of key merchant

information

[0148] Includes public merchant information (name, logo)

[0149] Includes interactivity of public merchant informa-
tion (link to URL)

[0150] Tier 2: Enriched Graphic Element

[0151] Visible when user hovers over Graphic element (on
desktop) or clicks Graphic element (on table or smart
phone)

[0152] System enlarges merchant Graphic Element size
when user hovers or clicks

[0153] System shrinks enlarged element to original mer-
chant Graphic Element when user moves mouse off; clicks
“close” or clicks open space around enlarged element

[0154] Includes additional merchant information and func-
tions to optimize shopping by further enable quick com-
parisons of key shopping preferences:

[0155] All Tier 1 Information and Functions

[0156] Public Information (including shipping informa-
tion), Company data (including user ratings, user-specific
coupons), Affiliate data (including full coupon and offer
listings, banner advertisements), merchant data (including
products, shipping information, banner advertisements)

[0157] Ability to share merchant and offer information via
social media networks (including Facebook and Twitter)

[0158] Ability to add store to User-Specific Virtual Mall
(ref. 1.1)

[0159] Tier 3: Merchant Detailed Page Element

[0160] Visible when user clicks and/or double-clicks on

merchant Graphic Flement or Enriched Graphic Element
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[0161] Provides most comprehensive merchant informa-
tion, functions and interactive features:

[0162] All Tier 1 and Tier 2 information and functions

[0163] Additional data from Company database (including
user reviews, categorization lists, recommendation lists),
aggregation of public information with Company rules,
(including product recommendations)

[0164] Ability to Perform Additional User-Specific Func-

tions (Including Add Reviews and Ratings)

[0165] The system presents and acts upon data related to
users, merchants, offers, and affiliate networks. This data is
aggregated from Company Source Data from one or more
of the following sources (FIG. ):

[0166] Company Database;

[0167] Custom data input using the system, by any valid
system user including but not limited to: registered users,
unregistered users, merchant users, Company internal
users, affiliate network users, network or marketing agency
users;

[0168] Data collected from one or more merchants;

[0169] Data collected from one or more affiliate networks;

[0170] Data collected from one or more marketing net-
works;

[0171] Social networks such as Facebook and Twitter.

[0172] The above data may be presented to users of the

system or users of other systems (such as social networks and
affiliate networks) based on Company specific logic to handle
various scenarios and user interactions. The system may per-
form data cleansing, filtering, consolidation, routing, report-
ing, logging, auditing and analytics based on Company spe-
cific logic.

Comprehensive Merchant Directory Addendum A

(Categorization)

[0173] Synopsis: On default, merchants will be presented
in logical groups to help organize their display and user
interactions. Group will be based on merchant data, net-
work data, Company data, and/or user data.

[0174] User Experience: merchant graphic elements are

located within larger Company-designed graphic elements to

create a “Mall” experience. Malls are defined by logical cat-
egory assignments. merchants are assigned within Malls.

Users experience the Malls and upon hovers and/or clicks,

will be able to quickly view which stores are within the Mall

and then, view and/or access all merchants through the Direc-

tory Process (ref 1.0).

[0175] Technology Architecture: The system will define

logical groups that can be used to organize merchants. The

groups may be based on merchant data, affiliate network data,

Company custom data, and/or user custom data. The system

will store, maintain, and present the merchant and group

relationships based on Company solution design and user
interaction with the system.

Merchant Search, Sort, Filter and Highlight
Functions

[0176] Synopsis: Various search, sort, filter and highlight
capabilities for merchants within the merchant Visual Direc-
tory. Method enables user to search for merchants using vari-
ous designates; to sort merchants and/or merchant search
results by various designates; to filter merchants and/or mer-
chant search results by various designates; to highlight mer-
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chants and/or merchant search results by various designates.
Designates might include product categorization, coupon
types, shipping offers, user ratings, top stores, alpha list, and
user-specific coupons (see 1.2.1).

[0177] User Experience: User performs search for mer-
chant thru various search inputs and receives results which
can be sorted, filtered, and/or highlighted by various pre-
determined designates. User can alternate designates, switch
between designates, apply multiple designates and/or delete
designates based on user-preference and control the order,
content, quantity, visibility and/or organization of merchant
search results. Sort, filter, and/or highlight functions can be
applied and/or experienced at all three tiers of the merchant
Visual Directory (ref. 1. 1-3 above).

[0178] Technology Architecture: Search is done dynami-
cally by querying all available databases. All matching mer-
chants are collected, filtered thru EOS 10 rules, organized and
then shown to the user to guide their shopping needs.

Product Search, Sort, Filter and Highlight Functions

[0179] Synopsis: Various search, sort, filter and highlight
capabilities for products within the merchant Visual Direc-
tory. Provides the ability to enter product name and receive
visual results of product

[0180] User Experience: User performs search for product
using various text inputs and receives results which can be
sorted, filtered, and/or highlighted by various pre-determined
designates. Products are displayed in graphical elements tied
to the merchant selling the product. Product graphical ele-
ment includes detailed information that makes comparison
between merchants easy, including price, picture, applicable
coupons, tax rate and shipping fees. User can alternate des-
ignates, switch between designates, apply multiple desig-
nates and/or delete designates based on user-preference. User
has ability to control the order, content, quantity, visibility
and/or organization of product search results. Sort, filter, and/
or highlight functions can be applied and/or experienced at all
three tiers of the merchant Visual Directory (ref. 1. 1-3
above).

[0181] Technology Architecture: Search is done dynami-
cally by querying all available network affiliates. All match-
ing merchants are collected, filtered thru EOS 10 rules, orga-
nized and then show to the user to guide their shopping needs.

Merchant Coupon Application

[0182] Synopsis: Multi-step process for user to apply cou-
pon codes visible in the merchant Visual Directory (and/or
User-Specific coupons available thru the User-Specific Vir-
tual Mall (ref. 1.1 and 1.1.1) to appropriate Checkout box on
the merchant website.

[0183] User Experience: User clicks on merchant Enlarged
Graphic Element or merchant Detail Page Element. User
clicks on coupon code. User is automatically redirected to
merchant URL. User shops at merchant site. When user enters
the Checkout Cart, user clicks “Paste commands” and the
code inserts into the appropriate box.

[0184] Technology Architecture: Coupon codes are aggre-
gated from Affiliate databases, Company inputs, merchant
inputs and User-Specific coupon database (ref. 1.1.1). Cou-
pons routed through authentication process to verify valida-
tion. Coupon code is copied to the user’s clipboard.
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Merchant Coupon Application Addendum A (Sort &
Filter Capabilities)

[0185] Synopsis: Ability for user to sort and filter merchant
coupons by pre-designates

User Experience: User
Technology:

Merchant Coupon Application Addendum B

[0186] Synopsis: 1-Step Process for user to apply coupon
codes visible in the merchant Visual Directory and/or user-
specific coupons available thru the user-specific Virtual Mall
(ref. 1.1 and 1.1.1). User clicks on the coupon and the coupon
is automatically input into the appropriate Checkout box on
the merchant site. No longer does user have to paste the code
into place.

[0187] User Experience: User clicks on the Coupon Code
(in both Virtual Mall and Visual Directory) in the Enlarged
Graphic Element or merchant Detail Page. User is redirected
to the merchant’s website and told to shop. At Checkout, the
user finds the coupon code already input into the appropriate
Coupon/Promo Offer box. The user checks out and merchant
applies coupon to order.

[0188] Technology Architecture: Company creates data-
base of specific location of all Code/Promotional box loca-
tions on individual merchant sites. User clicks code. Server
queries location of input box from database. Application
input code data into appropriate Coupon Box in merchant
web.

Customizable, User-Specific Virtual Mall

[0189] Synopsis: Method and Web-Based Application for
user of Company website to register, select, maintain and edit
preference selections with a personalized, customizable Vir-
tual Mall from which the user can shop online more effi-
ciently, utilize additional user-specific methods, applications
and processes, and enable user data gathering, tracking and
analysis.

[0190] User Experience: The user registers and/or signs in
to User-Specific Virtual Mall application. User populates Vir-
tual Mall with user-specific selections of preferred merchants
from the Comprehensive merchant Visual Directory, pre-
ferred coupons and/or offers, preferred notifications and/or
various preferred option, filter and/or setting options. User
can edit all user-specific preferences at will. Users can opti-
mize search, sort, filter and highlight functions (ref. 1.0.1,
1.0.2) with the presentation of results within pre-established
designates and/or within Virtual Mall user-specific prefer-
ence filters and/or sorting methods. Users can alter and/or
change settings of Virtual Mall to personalize Shopping
Experience. Users can manipulate location of merchant ele-
ments (ref. 1.0) within Virtual Mall. Users can create own
personal designates (“Custom Mall Floors”) for personalized
visual display of merchant selections. Users can edit personal
designates at will. Users can save all preferences, selections,
designates, display choices, and settings. User can add pref-
erences through various processes that relate to the Virtual
Mall application. Company will gather, track, store and ana-
lyze user preference data to present user with services that
better their shopping experience including recommendations
of merchants for consideration, proffering unique user cou-
pons (ref. 1.1.1) or offers, and providing targeted advertise-
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ments. Company will gather, track, store and analyze user
preference data to present merchants and/or affiliates with
targeted strategy suggestions and marketing opportunities
that betters their service relationship with user.

User-Specific Coupon Agent Application & Analysis

[0191] Synopsis: Method to analyze user behavior in user-
specific Virtual Mall (ref 3 above), to solicit user-specific
coupons from merchants and/or their affiliates, to encrypt
user-specific coupons for exclusive use, to establish user-
specific coupon redemption process with merchant, to moni-
tor user-specific coupon redemption, to notify merchant and/
or their affiliates of user-specific coupon redemption, to
request and reissue user-specific coupon (upon merchant and/
or affiliate approval), to repeat user-specific coupon process
(as detailed above), and to consult merchant and/or their
affiliates on user-specific coupon targeting opportunities and
user-specific coupon behavior analysis.

[0192] User Experience: User accesses and interacts with
user-specific Virtual Mall (ref 2). Company extracts data from
user-specific Virtual Mall. Company provides encrypted,
user-specific merchant coupon (based on user-specific activ-
ity and preferences) to user. User-specific coupon is made
visible and accessible within Virtual Mall application to user.
User is able to click on user-specific coupon and use for
online shopping transactions at the designated merchant’s
website. User-specific coupon data is available as additional
data feeds in search, sort, filter and/or highlight functionality
within the user’s Virtual Mall. User-specific coupons are
trackable by Company, revocable at Company’s discretion
and non-transferable.

[0193] Technology Architecture: Request for user-specific
coupon is based on User Data Analysis and/or User Market
Opportunity Analysis. User Data Analysis and User Market
Opportunity Analysis are determined by established rules
applied to stored data of user behavior and/or preferences in
their Virtual Mall. After analysis complete, Company exports
user-specific request to merchant and/or its affiliate thru
established request system. Merchant and/or affiliate
response is stored in database. Company establishes user-
specific coupon-specific database tracking of user activity.
Upon approval, Company creates security-protected user-
specific coupon code with User-Specific Coupon Code Cre-
ation process. User-specific coupon code is presented to user.
When user-specific coupon is engaged by user, server ini-
tiates Verification Of Use process. If user-specific coupon
passes Verification of Use process, Company analyzes user-
specific data to determine whether to export new request to
merchant and/or its affiliates thru established request system.

User-Specific Coupon Application Addendum A

[0194] Synopsis: Process for user to apply coupon codes
rate of discount directly to the merchant’s product offerings
on its website.

[0195] User Experience: User clicks on the Coupon Code
(in both Virtual Mall and Visual Directory) in the Enlarged
Graphic Element or merchant Detail Page. User is redirected
to the merchant’s website. User shops at merchant. Pricing
for merchant

[0196] Technology: Browser plug-in installed on user’s
computer. When user clicks on User-Specific Coupon,
browser plug-in reads merchant website data. Plug-in calcu-
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lates discount price (based on coupon value) and “slashes” the
price on merchant site to the new price (which incorporates
the coupon discount).

Wish List Storage & Retrieval

[0197] Synopsis: User application that enables user save
product information and details from merchant site to User-
Specific Virtual Mall Wish List File.

Wish List Storage & Retrieval—(Product Search)

[0198] Synopsis: Ability for user to add a Product from
Product Search to their Wish List (ref. 1.0.2)

[0199] User Experience: Registered user performs Product
Search within User Virtual Mall and/or in Comprehensive
merchant Visual Directory. User wants to save product result
(s) from Search. User clicks on “Save to Wish List” button.
User is prompted to register account with User-Specific Vir-
tual Mall (if new), sign in with User-Specific Mall (if already
registered), set up Wish List (if or Product detail & informa-
tion is saved in Wish List.

Notifications And Email Organization

[0200] User Experience: Set up email account with Com-
pany. Use Company-based email account for all shopping
accounts
[0201] Automatic notification preferences for new coupons
added (based on sorting and/or filtering); Automatic noti-
fication preferences for coupons about to expire (based on
sorting and/or filtering); send users aggregate email notice.
[0202] Hierarchy
[0203] A new approach to the shopper process of shopping
online that provides time and money savings by creating
both innovations and efficiencies in merchant organization
and display, product and merchant search, coupon and
promotional offer tracking and usage, shipping and sales
tracking, peer rating and review systems, product tracking,
product pricing and user-specific coupon offers, pricing,
merchant and product customizations.
[0204] Brokering User & Merchant for Saved Product
(from Merchant Site)
[0205] Method and system for brokering a user-specific
offer from a merchant to a user for purchase of an item sold
via the merchant’s site
[0206] a. Enables user to capture detail and save detail
for a product user wishes to purchase from merchant site
in user account (“saved product™)

[0207] b. Enables user to initiate and/or engage in bro-
kering system for saved product

[0208] c. Enables user to set preference on purchase
price and/or discount, coupon or incentive (‘“user-spe-
cific offer”) on saved product

[0209] d. Enables user to set preferences on elements of
brokering system (which includes but is not limited to
automation of offer and/or pricing acceptance, automa-
tion of offer and/or pricing rejection, frequency of bids,
quantity of bids, time duration of bids, time duration of
offer acceptance, offer perimeter preferences, pricing
preferences, frequency of merchant notification, fre-
quency of Company notification, delivery mechanism of
merchant notification, delivery mechanism of Company
notification, merchant preferences, detail specifications
for similar products, pricing specifications for similar
products)
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[0210] e. Enables Company to gather, sort, analyze and
report user data (which includes user history, user
account data, user behavior, user brokering preferences,
user’s saved product data), affiliate data and merchant
data for goal of brokering purchase transaction (“bro-
kering deal”) of saved product between user and mer-
chant or merchant representative (“merchant™)

[0211] £ Enables Company to contact merchant with
report and/or proposal of user-specific offer for user’s
saved product

[0212] g. Enables merchant to respond to Company
report and/or proposal of user-specific offer for saved
product

[0213] h. Enables merchant to provide user with user-
specific offer for saved product

[0214] i. Enables Company to inform user of merchant
user-specific offer for saved product

[0215] j. Enables user to accept merchant’s user-specific
offer & complete purchase of saved product

[0216] k. Enables user to save and/or defer merchant’s
user-specific offer for set period of time for saved prod-
uct

[0217] 1. Enables user to decline merchant’s user-spe-

cific offer for saved product

[0218] m. Enables Company to track, store, filter, sort,
and analyze all user data, user preferences, merchant
data, merchant behavior, user behavior, brokering deal
dada, and company data for use as brokering data (“user
brokering data™)

[0219] n. Enables Company to create, assign, aggregate
and apply user group associations (“user groups”) to
user for purpose of analysis, reporting and/or group
brokering opportunities

[0220] o. Enables Company to assign alias identification
(“user alias”) to specific user in user brokering data
reports to protect user identity and privacy

[0221] p. Enables Company to track, store, filter, sort and
report applicable specific-user brokering data to spe-
cific-user

[0222] q. Enables user to sort, view and filter brokering
deal data by time value, by date, by price value, by offer
value, by product value (including A-Z, by brand, by
price, by merchant, by rating), by similar product value
(including by A-Z, by Brand, by price, by merchant, by
rating), by user-assigned priority, by merchant detail
(including A-Z, rating, inclusion in “Virtual Mall)

[0223] r Enables Company to track, store, filter, sort and
report general and/or specific-user brokering data to
merchant using user alias

[0224] s. Enables merchant to sort, view and filter bro-
kering data reports by gender, by age, by specific user
alias, by geography, by time, by date, by frequency, by IP
address, and/or by user group.

[0225] t. Enables user to re-initiate brokering of saved
product (“user-initiated brokering™)

[0226] wu. Enables user to set limits, filters and/or sort
preferences for merchant access to user’s saved product
(s) (e.g. User can choose to let all merchants, select
merchants or no merchants access to their saved prod-
ucts)

[0227] v. Enables Company to contact and/or inform
merchants of user-initiated brokering of saved product

[0228] w. Enables merchants to view, evaluate and
respond to user-initiated brokering deal

12
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[0229] x. Enables merchants to accept and complete
user-initiated brokering transaction with user

[0230] y. Enables merchants to reject user-initiated bro-
kering deal

[0231] z. Enables user to enter into an agreement with
merchant via Company to purchase saved product if
stated terms of offers and/or pricing are agreed upon
(“Agree to Buy”)—(e.g. User sets an “agree to buy”
preference for an offer of $20 off and free shipping/free
returns for a sweater; merchant agrees to those terms and
user is obligated to complete the purchase)

[0232] aa. Enables user to gather, save, and sort saved
products before triggering the brokering system (e.g.
user waits until they have three items from save mer-
chant before Company requests an offer)

[0233] Brokering User & Merchant for Similar Product

(from Merchant Site)

[0234] Brokering offer between user and merchant for an
item that is similar to a saved item on the merchant’s site
[0235] Dbb. Enables user to set and/or assign definitions,

preferences or parameters to definition of a product that
is similar to user’s saved product “similar product” (i.e.
User captures and saves a product; user wishes to con-
sider offers for products similar in value, quality and/or
type to the saved product)

[0236] cc. Enables user to enable (or disable) brokering
system for similar product

[0237] dd. Enables user to assign preferences and/or
rules for user-specific offer for similar product

[0238] ee. Enables all applications and processes for (as
outlined in I)

[0239] {f. Enables Company to gather, sort and analyze
merchant and affiliate product data to identify similar
product (“similar product data™)

[0240] gg. Enables Company to apply user data (includ-
ing user preferences, user account data, user brokering
data), similar product data and merchant data to deter-
mine best brokering deal with similar products

[0241] hh. Enables Company to contact merchant with
report and/or proposal for user-specific offer for similar
product(s)

[0242] ii. Enables merchant to provide user with similar
product detail and user-specific offer (within set time
period)

[0243] jj. Enablesuser to view similar product detail and
corresponding user-specific offers

[0244] kk. Enables acceptance, deferral and rejection
applications of saved product (as outlined in I) to be
applied to similar product brokering system

[0245] 11. Enables user to save and store similar product
detail and user-specific offer for a later time

[0246] Brokering User & Third-Party Merchant for Saved

Product (from Merchant Site)

[0247] Brokering offer between user and other third-party
merchant(s) for the same item that is sold at another mer-
chant
[0248] mm. Enables Company to initiate User-merchant

Brokering, after set-time period, with merchant other
than original merchant (“third-party merchants”) who
sells the same saved product

[0249] nn. Enables all relevant Brokering System pro-
cesses and applications (as outlined in I-1I)
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[0250] oo. Enables Company to track, sort and analyze
merchant data, affiliate data and third-party product feed
data for purpose of identifying merchants who sell the
same saved product

[0251] pp. Enables Company to contact, provide report
and/or proposal to third-party merchant(s) for goal of
brokering purchase transaction between user and saved
product

[0252] qq. Enables Company to apply the data used to
initiate the brokering relationship between the user and
merchant for the saved product with merchant data and
Company data in order to broker a purchase transaction
of similar product(s) between user and third-party mer-
chant(s)

[0253] rr. Enables multiple third-party merchants to
view user’s saved product(s), offer preferences, and
pricing preferences without enabling merchant access to
any user data, user account data, user history or user
behavior data

[0254] ss. Enable third-party merchants to initiate bro-
kering offers with users

[0255] tt. Enables user to view multiple third-party mer-
chant offers for saved product

[0256] Brokering User & Third Merchant for Similar Prod-

uct (from Merchant Site)

[0257] Brokering offer between user and other third-party
merchant(s) for an item(s) that is similar to a product sold
at a merchant site
[0258] wuu. Enables Company to contact third-party mer-

chant(s) with report and/or proposal regarding potential
similar product(s) and corresponding user-specific
offers and/or pricing for those similar product(s)

[0259] vv. Enables all applications outlined in I-V

[0260] ww. Enables third-party merchants to provide
user with product detail and user-specific offers for simi-
lar products

[0261] xx. Enables user to view product detail and user-
specific offers from multiple third-party merchants for
similar product(s)

[0262] Brokering User & Merchant(s) for Saved Product

(from Non-Merchant Site)

[0263] Brokering offer between user and merchant(s) for
an item identified at a non-merchant site
[0264] vyy. Enables Brokering User & merchant for

Saved Product processes and applications (as defined in
I-IV) to be applied to saved item from a non-merchant
site (including but not limited to blogs, editorial sites,
news sites, recommendation sites, social media sites,
group and/or sharing sites, personal sites)

[0265] zz. Enables Company to define saved product by
applying photo recognition processes, data analysis,
web analysis, Company data, merchant data, affiliate
data, and/or user data.

[0266] aaa. Enables Company to target, identify, sort,
filter and contact merchants which sell the saved product

[0267] bbb. Enables Company to engage merchants in
the Brokering Process as outlined in I-IV.

[0268] Brokering User & Merchant(s) for Similar Product

(from Non-Merchant Site

[0269] Brokering offer between user and merchant(s) for
an item defined as similar from an item identified at a
non-merchant site
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[0270] ccc. Application ofall processes outlined in I1, IV,
V as applied to similar product found at non-merchant
site

[0271] ddd. Enables company to filter, sort, define and
engage merchants by company rules and/or user prefer-
ences

[0272] Brokering User & Merchant(s) for General Product

from Wish List

[0273] Brokering offer between user and merchant(s) for a
product listed in User’s “Wish List”

[0274] eee. Enables user to generate and store text-based
general name, product name, general description or
product description in user account (“wish list™)

[0275] {ff. Enables user to set preferences, descriptions
and/or rules on wish list items

[0276] ggg. Enables Company to track, organize and
understand wish list using keyword data search and
analysis, category data search and analysis and product
feed search and analysis.

[0277] hhh. Enables merchant to have access, recom-
mendation and/or reports on user wish list for purpose of
merchant providing user-specific offers and/or similar
products

[0278] iii. Enables merchant to provide user-specific
offers and/or similar product detail for wish list

[0279] jjj- Enables user ability to store, sort, filter and
apply user-specific offers to wish list

[0280] kkk. Applies all processes and applications out-
lined I-VI

[0281] Brokering User-Specific Offers (without Saved
Product, Similar Product or Wish List)

[0282] 1l1. Enables Company to gather, store, analyze
and report on user data (including user account data, user
behavior and history, user preferences), merchant data,
affiliate data, brokering data and Company data for pur-
pose of recommending merchant to provide user-spe-
cific offers to users

[0283] mmm. Enables Company to provide recommen-
dation and/or report to merchant

[0284] nnn. Enables merchant to respond to recommen-
dation and/or report

[0285] oo00. Enables merchants to provide user with user-
specific offers

[0286] ppp. Enables Company to store, protect and pro-
vide user-specific offer to user

[0287] qqq. Enables user to accept or decline user-spe-
cific offer
[0288] rrr. Enables user to save user-specific offer in

same location as User-Specific Mall (reference: IX)

[0289] sss. Enables user to make purchases at merchant
using user-specific offer

[0290] ttt. Enables Company to track, save, analyze and
report on user usage of user-specific offer

[0291] uuu. Enables Company to

[0292] vvv. Enables automation process for re-issuing
user-specific offers (based on merchant preference and
rules)

[0293] www. Enables

[0294] Creation of User-Specific Mall

[0295] Provides ability to customize merchant selections,
sorting, filtering and organization
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[0296] xxx. Enables user to select and store preferred
merchant & details (URL link, offers, shipping and sale
information, rating and reviews) in one location (“User
Specific Mall”)

[0297] yyy. Enables all user applications and processes
(as referenced in I-X)

[0298] zzz. Enables all user preferences, rules and set-
tings (as outlined in I-X)

[0299] aaaa. Enables all user saved product and similar
product storage, retrieval, sort, filter and history (as out-
lined in I-X)

[0300] bbbb. Enables user Wish List setting, inputs,
tracking and storage

[0301] cccc. Enables user to customize preferences for
offer tracking and usage, notifications of merchant activ-
ity, notification of offer activity, product tracking, mer-
chant tracking, merchant access

[0302] dddd. Enables user to customize view of mer-
chants

[0303] eece. Enables user to customize categorization of
merchants

[0304] {fff. Enables user to rate and review merchants

[0305] gggg. Enablesuserto sharerating and review data

[0306] hhhh. Enables user to share coupon/offers

[0307] iiii. Enables user to share preferred merchant fil-

ter/sort results

[0308] jjjj- Enables user to track, sort and save coupon &
offers

[0309] kkkk. Enables user to set notification preferences
for coupon & offers

[0310] 1lll. Enables user to store, sort and apply User-
Specific offers

[0311] mmmm. Enables user to track, store and save
product searches

[0312] nnnn. Enables user to track, store and save mer-
chant preferences

[0313] oo0o00. Enables user to create profile, history and
data for benefit of brokering user-specific offers and/or
products between user and merchants

[0314] pppp. Enables tracking, storage, aggregation,
analysis and reporting of user data, user behavior data,
user activity, user account data, user merchant prefer-
ence, user brokerage data, Company data, affiliate data,
and merchant data for maximizing shopping transac-
tions within the merchant-user relationship as outlined

in I-X.

[0315] qqqq. Enables use of universal gift card applica-
tion

[0316] rrrr. Enables application and/or design of a fixed-

price, priority shipping system for select merchants
[0317] ssss. Enables tracking for incentive programs
[0318] tttt. Enables merchant tracking and/or access to
preferred user

[0319] Organization of Online Merchants by Mall Frame-
work
[0320] Provides Visual Directory & ability to sort, filter,

highlight and identify merchants by various category and

search options

[0321] uuuu. Enables users to sort, filter and view details
on all online merchants from a central location

[0322] vvvv. Enables users to view, sort, filter and iden-
tify merchants by various category, keyword, product
searches
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[0323] wwww. Enables users to view, search, sort, filter
and identify merchants by product search

[0324] xxxx. Enables users to view, search, sort, filter
and identify merchants by coupon and/or promotional
offer search

[0325] yyyy. Enables user to alternate, manipulate and
customize views of merchants

[0326] zzzz. Enables user to apply custom filter and/or
sort preferences to merchant directory lists

[0327] aaaaa.Enables Company to assign category, key-
word, group or special identify associations to mer-
chants

[0328] Dbbbbb. Enables Company to create process for
merchant validation, categorization

[0329] cccce. Enables Company to create filter and/or
sort rules for merchants

[0330] ddddd. Enables Company to present merchant
filter and/or sort results to user

[0331] eeece. Enables user to apply additional filter and/
or sort preferences to merchant search results

[0332] {ftff. Enables merchant to provide category, cou-
pon/offer into direct data feed

[0333] ggggg. Enables merchant to respond to user
review
[0334] hhhhh. Enables user to search for product within

merchant directory
(0335] i

[0336] jjjjj- Enables peer rating and review system for
merchants
[0337] kkkkk. Enables social sharing of merchant detail

(i.e. coupons, offers, shipping, rating, review, etc)
between users and/or users and public

[0338] 1l111. Enables tracking, storage, aggregation and
analysis of coupon/offer data, Company data, affiliate
data, product data and merchant data for purpose of
maximizing shopping transactions between users and
merchants.

[0339] mmmmm. Enables Company to set different
color and style themes for merchant directory

1. A method of facilitating online shopping, comprising
using an intermediate computer system for:

a) collecting data from online shopping interactions of

each of a plurality of online shoppers;

b) obtaining additional online shopping preference infor-
mation from one of said plurality of online shoppers
related to a specific, potential online shopping transac-
tion;

¢) forwarding a request to one or more online merchants
based on the preference information to modify terms
and/or conditions of the potential online transaction; and

d) providing at least some of the related shopper’s collected
data for use by the one or more merchants considering
the request,

whereby the transaction may be completed in accordance
with said request upon agreement between the related
shopper and said one or more merchants.

2. The method of claim 1 wherein a reply to the request is
provided by the related merchant directly to the related shop-
per as part of the specific potential online shopping transac-
tion to consummate that transaction upon acceptance by the
related shopper.
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3. The method of claim 1 further comprising:

receiving a response to the request from said one or more
merchants; and

forwarding the response to the related shopper with a link
enabling the related shopper to complete the potential
online shopping transaction.

4. The method of claim 3 further comprising:

receiving and forwarding a plurality of responses to the
request so that the related shopper may select a particu-
lar one of said plurality of responses.

5. The method of claim 1 wherein collecting data from

online shopping interactions further comprises:

providing software plug-ins for download by each of a
plurality of online shoppers so that data from online
shopping interactions of said each of the plurality of
online shoppers is automatically collected.

6. The method of claim 1 wherein collecting data from

online shopping interactions further comprises:

receiving data from one or more merchants from online
shopping interactions with one or more of the plurality
of online shoppers.

7. The method of claim 1, further comprising:

providing access for each of the plurality of online shop-
pers to a website display of a virtual mall including a
large plurality of merchants selectable by merchant
icons.
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8. The method of claim 7, further comprising:

modifying the virtual mall in accordance with user’s mer-
chant preferences.

9. The method of claim 7, further comprising:

displaying pending responses by modifying an appearance
of a related merchant icon.

10. The method of claim 9, further comprising:

displaying pending requests by modifying an appearance
of each related merchant icon.

11. The method of claim 7 further comprising:

displaying known promotion codes related to related mer-
chant icons.

12. The method of claim 1 further comprising:

providing access to shoppers of available promotional
codes.

13. The method of claim 1 wherein collecting data from

online shopping interactions further comprises:

adding at least portions of the online shopping preference
information, requests and/or merchant responses and
resultant completed transactions; and

making at least portions of the collected data available for
analysis without disclosing personal identities of the
shoppers.
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